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Pretaoe 
I am grateful to Mr. N. Bussell Cazmay, 
Secretary ot the Harvard Square Business Men's Assooiation 
and to the off ioers and directors for their kindness; 
also to the macy members in the Association for their 
cooperation and for giving me so muah or their valuable 
time• They were indeed generous. Not only did their 
helpfulness and interest make the study worthwhile, but 
without it it would have been impossible to undertake. 
I am. especially appr·eoiati ve to James 
Kennedy of the Harvard Graduate so.hool or Business Adminis-
tration, who assist~d me: in interviewing; to Robert Egan 
tor his fruitful oouments and suggestions; and to members 
of the Boston UniverSity School or Publio Relations start 
who provided me w1 th counsel and guidance. 
For the contents of the s.tudy and the oon-
elusions therein, I am, of course, solely responsible. 
Boston University 
School at Publio Belat ions 
Boston, Massachusetts 
July, 1951 
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Techniques Devised for Study: 
A stratified random sample of the. membership 
was taken to select those members that would be in~erviewed. 
The universe ot this sample consisted of' the 
total membership as listed on the reverse side ot the 
Harvard Square Business Men's Associat.ion•s stationery. 
To insure a good representation and eros~ 
section of the membership, the universe was classified into 
three. strata--professional, service establishment, and 
retail. It was decided that one-fifth of all the names in 
each stratum would yield the number wanted for the sample 
study. The first name for the sample was selected by lot 
as follows: five equal-sized slips of paper were .numbered 
from one to five. They were folded in half, put. into a hat, 
and shuffled. One slip was then taken from the hat, that 
number being 5; therefore, the fifth name from the top of 
the list was the first one in the sample. The fifth name 
following this one. was the second name in the sample. In 
other words, the fifth, tenth,. fifteenth, twentieth, etc. 
names oonsti tuted the sample. The carry-o.ver sys.tem was 
used when turning the page and going from one classification 
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to another. By using this sampling method it assured each 
individual small retail, service establishment, and pro-
fessional business management in the universe an equal chance 
of being chosen; and at the same time it guaranteed exactly 
the proper proportion of professional, service, and retail 
establishments. 
The sample membership was interviewed as to 
Why did they become members of the Harvard Square Business 
Men's Association? What does the Association do for them? 
What are some of the things they do to attract and maintain 
customers? Do they have a knowledge of public relations? 
etc. (See Appendix for interview questionnaire) 
The sample totalled 32 names of professional, 
service and retail managements. Tbx'ee officer.s and six 
board members were also interviewed• These men were not 
only officers or board members, but were also businessmen 
in the Square and were listed on the membership roster, but 
did not fall into the sample. 
This gave me a total of 41 interviews. In 
the final analysis, I included the coded interviews of the 
three officers and six board members along with the 32 
sample. It is important to establish that these 9 inter-
views further substantiated what the 32 sample said; and 
v 
even if these g coded questionnaires were to be excluded 
the facts would not change; merely the total number. 
Each interview ran anywhere fro~ 35 to 50 
minutes, with c:ertain exceptions, which ran from 60 to 75 
minutes. 
Before deciding on this particular ease 
study, I asked myself one question: What significant oon~ 
tribution will this investigation make to the body or 
knowledge of public relations? These are the answers I 
gave: 
It will make known the public relations 
functions, if any, of the Harvard Square Business Men's 
Assoo i ation. 
It wi 11 reveal what knowledge the membership 
of the Assoo iation bas about public relations. 
I rur ther felt that it might prove valuable 
to the Harvard Square Business Men's Association and to 
other local associations by establishing a basis on which 
they could attempt to undertake a salt-analysis program of 
their . public relations tunctions. 
It is true that eaoh locale has its own 
peculiar problema, but it was hoped that this undertaking 
would be a first step in alerting sn:all local a.ssooia tions 
to what they can do. 
vi 
I sel~oted this particular Assooia tion 
. I 
I be~ause at its 300 year traditional University atmosphere, 
and felt that if men~ operating businesses in Slloh a learned 
community could not ?e shown the importance of a self'-
1 
analysis program in relping small looal businesses then our 
economy was conf'rontld w1 th not o.nly the problem of small 
business, but, perhaps, even more important with the problem 
of a re-awakening in[ formal education. 
vii 
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Introduction 
This study is concerned with what small 
retail, service establishment,and professional business 
managements in the Har,vard Square BUsiness Men's Associatio, , 
Harvard Square, Cambridge, Massachusetts, want and e:x-
peat of their local associa t:Lon relative to the handling 
ot their public relations problems. 
The current national interest in SDl.al.l 
business and the importance of sm.ll business in our 
tree enterprise system--fo,r. the ~Y to our American 
social development lies in the encouragement of in-
dividual initiative at the oonmuni ty level-•make appro-
priate and timely an investigation of this nature. 
The efforts ot the Governmeat to rescue 
small business have been aimed primarily at small 
industry, With the small retail and service establish-
ments lett to shift tor themselves. 
It is hoped that the analytical infor-
mation contained in this report will be helptul. It 
does not suggest that this report is conclusive on the 
subj eot. 
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-CHAPTER I 
Why the Concern f'or Small Business? 
W4Y the conoern f'or smal~ business, you 
ask? Because it is an economic: way ot· life. With 98% 
ot all business un11a in the c o\lntry ooming within the 
ranks of' small business, it is apparent that when we 
speak of' small business, we are in etf'eot talking about 
1 
the .American Bus mess System. 
are as to llows: 
The characteristics of' small business 
Size; Arbitrary, as it is based on 
various statistical measurea. 
Ma.ragement: Is usually both owner and 
manager; it is not only 
Capital: 
a job, but also an invest-
ment. 
Simplicity is the keyword 
of' the operations pt the 
organization. 
Supplied and maintained by 
o-wner-manager or a small -group. 
They do not speculate or deal 
in seouri tie~, . but rather de-
pend on OO!DIJl.er9ial_ credit and 
plowed-back earnings to meet 
their financial requiremen ta. 
~Cpmmittee f'or Eooncmic Development, M:.ee·tias • 
the Special P-roblems of' Small .Busmess (N .. Y.285 MadiSon 
;A.c:ovenoUe 194-l>=;-. 5-5-• 
Area ot Ope ra.ti on: Snall business usually 
has its chiet market in 
and around the local 
community. 
The Oomme+'ce Department g~ ves to small 
business roughly 92 per cent of all business establishments 
other than farms and professional of:tices, 45 per cent of 
the total personnel in business, end 34 per cent ot the 
2 
total value of output or s~les. 
In the 11. s. ot the total dollar volume ot 
business ( 1939) 35% was done · by small business; 65% was 
3 
done by big business. 
The Commi ttea for Economic Development. 
reveals that the three most important problems of small 
business are: 
1. Management 
2. Finances and taxation 
3. Compe ti ti ve oppo.rtuni ty 
J,.nd what can be done about them? The 
writer thinks the a.nswer lies in two words: Education and 
Problems 
P• 19. 
2 A. D,H. Kaplan, SI;Dall Busine,ss: I.t' s Place and 
(Ne_w York: MoGraw-Hiii Book co., 1948), P• 11. · 
3comm.i ttee for Economic Development, op. ct t., 
2 
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Research• 
.. The t11o potential areas for education 
are: F;Lrst, at the local level--through local businessmeD,•s 
associations and/or local o.bapters of national associations 
second, in the schools, colleges and universities. In 
these w:ays the future business manager or proprietor is 
reached and those already in an established business can 
be give·n guidance and counsel. 
Research .baa to be carried on to aid and 
assist small business. It includes such things as opinion 
studies to determine the attitudes of various publics on 
specific questions; to observe, anticipate and gauge social 
and political trends; and to keep in touch with the latest 
public· relations techniques. Its main objective is to 
prbv.ide a factual basis for policy-making and action-taking. 
It is important to know the fac;,ta. 
The f inane ial aspe o t ot the small bus ine sa-
man ren:ains paramo.unt. 
Oscar F. Litterer of the Federal Reserve 
Bank of Minneapolis ( lg48) says that a greater supply of 
equi t.y ca.pi tal, more liberal o.redi t terms, and a reform 
in business taxes are mQst frequently predicated upon the 
needs of small business. 
----.,-- =-====== 
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In the writer's opinion, the Government 
will have to be the financial leader and show the way, 
chiefly by reviewing the tax situation. Taxes have slowed 
up the rate at Which the small entrepreneur can plow-back 
profits to increase equities. 
A possibility in this direction might be 
a graduated tax rather than a flat rate corporate tax. 
Unless special adjustments are made to relieve this burden 
it can very well become a big faetor in r~stricting the 
growth of small business. 
The Investment Bankers As so cia tion of America, 
in their pamphlet, Capital for Small Bus iliess, advocates the 
establishment of private management of local investment 
companies to provide capit:al for small business. This would 
be a more natural development rather than to have the Govern-
ment set up national investment companies. And further in 
keeping With our enterprise system, small business should 
... 
certainly try to work out its own problems and dif'tioulties. 
Competitive opportunitz is ever pres$nt. 
The businessman can do three things to gain customers• First, 
he can reduce his prices. without doing anything else; second, 
he can increase his efficiency and reduce costs so that 
he can sell more cheaply; and thirdly, he can attempt to sell 
- - ~=-~ -==--=====.,...,-=--=""" ···-===· 
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better goods and render better services than his competitor;. 
These small business problems must be re-
solved, however, w1 th a definite regard for the balance 
and prosperity of the whole eoonomy-~both at ~he communit~ 
and the national levels•· 
3-ALloyd L · Jones, Herbert A· Tonne, and Ray G. Prio1, 
Functions of Business (New York: The Gregg Publishing Co., 
lJfi-!TFliF-20. . 
5 
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CHAPTER II 
The Harvard Square Business Men's Association 
About tour decades ago-April 4, 1910-
the 'ole Sage of Cambridge, George G. Wright, organized 
and became the first president or the Barvard Square 
Business Men's ' Association. The membership roster at 
that time lis ted 30 names; today it contains approximately 
186. 
The By-Laws (As Amended to April 24, 1919) 
of the Assooia t1on, Artie le I, Section 2., reads: 
Object. "Its object shall be to advance 
. the oomm.era1al, indus trial and 
publie interests of Harvard 
Square; to promote a commercial 
exchange; to accumulate and give 
to its members business information; 
to adjust controversies and mis-
understandings; to establish and 
maintain uniformity in oommeroial 
transactions; and to promote just 
and equitable principles of trade.• 
The def'inition of smll retail business in 
the ease ot the H.arvard Squa.re Business Men's Association 
Note: All the answers given by the 
membership interviewed in response to posed 
questions in Sample Questionnaire (see 
Appendix) are recorded under the specific 
question in this Chapter. The red number 
====-=====-"'= 
\I 
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______ L ____ ------
--- -,111 along side of' eaoh answer indicates 
, the exaot number or responses to that 
\ is: particular sentiment. 
Number ot employees: 2 to 10 
I 
II 
I 
I 
I 
I 
i 
Sales: $100,000 to $150,000 
Total Assets: $50,000 to il25,000 
Net Worth: $25,000 to $75,000 
Net Prori t: $10,000 to $18,000* 
*In most oases this did not include the 
owner's oompensation. It should also 
be noted that there were a few exceptions 
in all categories. 
Tzpe ot organization: 
1. Corporation ••• 27 
2. Individual proprietorship ••• 12 
3. Partnership •. • 2 
As to just what constitutes "small• business 
is a question much discussed today. The Commerce Department 
and the u.s. Census Bureau use their specific set or 
criteria; the u.s. Bureau of Labor statistic.s uses another 
criterion; and the Temporary National Eoonomio Committee 
uses still another. Eaoh has its own analytical and 
numerical data and eaoh translate~ this data into its own 
definition. 
About 54~ ot the membership have been 
members ot this Association for a period of 10 years or 
more. Membership is mostly through invitation. 98~ ot 
7 
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these businessmen have joined mainly for social rather 
than business reasons, and "lese than 50% of the members 
are active.• 
Here we come to some specific views of 
the membership relative to their business affiliation 
in the Square and llith the Association. 
Row do you teal about , h~vin& lour busines:s located in 
Harvard Sg.uare? 
"We*are dealing with people who 
have more money to spend and who 
are interested in what we are 
selling.• 
"We like it because of its association 
with the University.• 
"Like it. It's a tra.di tional shopping 
_center." 
"If we had to give up any crt our '1 
_banks, th i .s would be the las if o~ 
we would give up•• 
"'I like being, around and doing business 
.with well-educated people." · 
••• 41 
. 
* Where the plural is used, managers 
were speaking in behalf of the corporation. 
Advant~~s 
StrateS:c looation 
Subway 
Bus terminal 
Consistent high-quality 
buying publio 
D1sadvantB.j5eS 
Parking Problem 
High rent~however: 
from the above-mentione 
direct quotes, this 
is compensated for 
in many respects. 
*Only 5 mentioned this. 
l 9 
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Wh·at are some or the things you do to attract an.d maintain 
customers? 
"We give quality merchandise and 
. personalized service.• ••• 41 
"We have satisfied customers." 
Guarantees _ • • • 41 
Discounts (students} 
Charge accounts 
Special or:ters 
Sales 
"Advertise: University publications ••• 41 
Local newspapers ••• 41 
Radio-local stations ••• 18 
Word of mouth" ••• 41 
•Window displays and other _displays 
within the store.• ••• 41 
"Direct mail" pieces 
exs. Catalogs ••• 19 
Calendars 
"Tie-ins"- Local, national and international ••• a 
:! 
*For example, the Bicycle Exchange and the Foreign 
Book Shop in the Square do business on an inter-
national basis. N:ational tie-ins are in conjunction 
with national trade associa tiona. 
By what neans do you keep in touoh with the latest trends 
in your business? 
Members of national trade associations••• 35 
Subscribe to trade magazines and papers • • • 4 l 
Receive, study, anal~e, and absorb 
data sent by manufacturers and suppliers, ••• 41 
as well as that sent byvnational association 
their 
Listed in the latest business directories••• 41* 
*Thi s includes t elephone and classified 
direc t ories. 
==JL==============jj=== 
Travel, especially during the summer 
months, and observe what is being 
done in their line of business in 
other places • •• 7 
Read daily newspapers and attend 
meetings, conferences and lectures ••• 41 
There. was no.t Qne ot these businessmen, 
who did not belong or give his time 
and service to another organization 
within the community, and p raotically 
all of them were members of organizations · 
and associations outside of the community. 
This is indicative and demonstrates, at 
least in the writer's mind, the importance 
ot contaats. Public Relations is a con-
tact business. 
What are your greatest business problems? 
1. Parking ••• 41 
2. CQmpeti tion ••• 36 
3. Help ••• 21 
4. Government Paper Work ••• 19 
Who would you say make up your publics? 
'75% -- towns people and the surrounding 
suburban shoppers 
25% -- students* 
*St range as it may seem, all 41 gave these percentages. 
What are your advantages and disadvantages, do you think, 
in relation to big business competit.ion? 
or prime importance: ~Quality service 
:followed up by personal service at 
the community level. • • • • 41 
10 
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Others: Lower overhea/,1 close owner- 41 
management supervision, less22 
labor trouble, and more 
f'lexibili ty. 41 
Big Business' advantages.: *Abundant 
capital, volume operations, 
lower price and more efficient 
management, large quantity 
purchase, and large soale advertising 
elaborated on this aspect. 
What is going to happen to your business when you retire? 
Most of the small businesses were in-
corpora ted; but those that were not planned to 
have their children -or other family members 
insure the continuity of the business. ••• 14 
What are some of the things tha~ the Association is now 
doing tor the membership? 
1. It gives monthly dinners from 
Ooto:ber to May and an annual 
outing in June. 
2. Takes eare of Christmas decorations 
tor the Square. 
3. The Assoo 1a tion was instrumental 
in getting parking meters in the 
Square. 
4. The Association tries to help the 
Municipal Government of C~bridge 
improve and better Harvard SQuare 
whenever and however it oan.• 
All 41 gave these same answers. 
11 
*Outside of the monthly dinners, it is true that 
these other functions are more of a civic nature 
rather than of a membership one. Apparently, the 
membership feels, and p.erhaps right:cyso, that these 
services are the things that help their businesses 
over a long-time period. ======~~f:====~===========================================================================F========= 
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Are there any things that the AssooUtion oould now do for 
you that they are not doing? 
"Plenty." ••• 41 
"Improve our business eftorts in making 
.Harvard Square a thriving shopping 
oenter, even it it means increased 
membership dues. I think) if' we don't 
take some action soon, the business 
trend will be more and more toward 
Boston." • • • 21 
"I'd like to see some research work done. 
For instance, I'm interested and curious 
about the Square's prices in relation 
to the prices of the quality-specialized 
shops in Boston."* ••• 16 
"I think w~ ought to have more long-range 
rrograms to work toward. In years to come 
•a life to see an entirely different 
traffic set-up in the Square.a •• • 19 
"Less socialness and more business.• ••• 41 
*The writer contacted Mr. Daniel Bloomfield, Manager 
of the Retail Trade Board, Boston, Massachusetts. 
Mr. Bloomfield said that the Board has no comparison 
of prices between Harvard Square and the shops 
on Boylston Street between Arlington and Copley~ 
"There probably is little difference between these 
.. two shopping districts.n Research along this 
line,therefore,might prove interesting and perhaps 
even revealing. 
Is public relations important in you~ business? How and 
in what ways? 
10~ of the sample said, "Yes.tt 
They do know: The importance of always 
adhering to the principle 
that to survive, private 
business must always be in 
the public interest.~ 
I 
I 
I 
I 
--
*See Chapter IV on Publio Belations for 
definition. 
That the public i•terest 
is a ohanging concept 
and business must change 
Wi tb. i t• 
That the plaee of business 
in the American system 
must be sold to the public. 
That the principal yard-
stick or small business 
lies in the fact that 
public opinion, social 
pressure, and the like can 
be brought to bear on the 
small busi._nessmari to the 
general advan't;age of the 
community. 
Although the membership had heard the 
te~ public relations before, they have an unconscious 
working oonoept or those functions which constitute good 
public re la tiona. 
For instano·e, the association at one time 
published a tree merchants' news to housewives and they 
also had printed a ttHeart of Cambridge" shopping directory 
of where to buy what, with each member purchasing so many 
to cover the printing cost. In turn each merchant would 
give these away with every sale at his store. They 
assisted the C~bridge Planning Board on the Harvard Square 
' 
13 
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Parking Study, to cite but a few examples of how public 
relationswise they really are. 
I'd like to elaborate on one assoo~ion 
member's plan ot public relations, which I think is 
excellent. 
Mr· Richard A.. Dow, who is on the Board 
ot Directors of the Harvard Square Business Men's 
Association, and who also manages tor the owners twenty-
nine first-floor stares and approximately seventy-five 
offices in the Sqtlire--unquestionably one of the most 
influential real estate men there--has devised a rather 
unique real estate procedure tor building up the Square. 
When renting space to a tenant there are 
three criteria which Mr. Dow takes into consideration: 
first, he attempts to select the business that is needed 
in the Square from a standpoint of rounding out their 
merch.andi sing line; and which in turn will enrich Harvard 
Square as a shopping, district because ot its diversified 
businesses; second, he endeavo·rs to find the best person 
in that particular line to run the business; and thirdly, 
he tries to give as fair a rental as possible both in 
regardt to the location and the paying ability of the 
tenant in that particular line. As an inoenti ve tor the 
f'irst year or two he may rent to the tenant on a minimum-
plus-percentage basis so that when the contract time ex-
pires both parties will be in a better position to judge 
the right rental f'or the ensuing period. There are many 
instanaes where Mr. Dow oould get more rent--remember, 
this is a fairly high rent area--but would rather lease 
or sublet spaoe to a tenant that will help insure the 
future or· the Square as a shoppiDg, center. 
Mr. Dow said, •This may be a rathe: peculiar 
way ot handling_ real estate, but the f'aet that we ~ve had 
very few vacancies over a period of' some forty years, I 
think justifies our way of' doing business. However, you 
came inquiring about the association rather than to hear 
me elucidate Harvard Square real estate.• 
·· There are two points that should be made 
clear. First, that there are competitive lines in the 
Square to give stimulus to management and to keep them 
on their toes, but not to the extent that there are constan 
small business failures due to the competitive situation; 
second1y, a plan such as Mr· Dow follows is not insuring 
these small businesses their existence; it is merely try-
ing tc;, hel;p them get established. 
I reiterate. The businessmen of' the 
15 
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• association have an unconscious concept of public relations. 
In other words, many or the membership are doing things 
such as described above, but do not have a full realization 
tha.t they are public relations activities. It was only 
through general conversation, rather than in direct response 
to my question: "Is public relations important in your 
business? How and in what way ffi", that such undertakings 
as those mentioned heretofore were brought to light. 
* Perhaps, Mr. Dow• s words •• •"However, you came 
inquiring about the association rather than 
to hear me elucidate Harvard Square real estate.", 
better say this than any words of mine. 
16 
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Competition 
ttTo every man his ohance-
.. To every man, regardless 
or his birth, 
His shining golden opportunity-
To every man the right to live, 
to work, 
To be himselt, and to become 
whatever 
Thing his manhood and his 
vision can 
Combine to make him--this, 
seeker, is 
The promise ot America.~ 
Thomas Wolte 
You Can't Go Home Again 
It is neoessary that the small businessman 
understand that he owes his very existence to our dynamic 
competitive system. Not only does it allow him to exist; 
but it helps him survive, for he prospers as he is able to 
serve the publio. 
T~~ small businessman should realize, it he 
has not already done so, that to succeed in · the future he 
will have to o~e with keener competition and more resource-
tul cons.umers. 
Small business cannot have its stability 
insured--this. would be against our democratic way ot lite. 
--- --- ~~-======-==========~~=-=··=-~~=· ====-========-=·-=-==-=-=-==-==-==-~=-==-=--==~~==~~~=-=-
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Friedrich Hayek gave some excellent material on tne 
philosophy or competition in The Road to Serfdom. The tree 
market, with uncontrolled prices and ccmpeti tion, says 
Hayek, is the oonsume.r's plebiscite whereby a democratic 
people can make the economy oont~m to the public's wishes. 
Interference with competition lowers the standard of living, 
4 
destroys freedom, leads eventually to totalitarian control. 
Competition is not only considered an i~ 
portant means or economic liberalism, emphasizing intellectu 
al liberty along with spiritual and ethical Christianity, 
but it is known as the only method by w.hioh our aotivi ties 
can be adjusted to each other withoUt coercive or mediatory 
intervention of authority. However, an efficient and 
effective competitive system needs a well-designed and 
flexible legal framework as well as any other system. 
In the last analysis the progress of small 
business depends upon the will and energy ot the individual 
businessman. Each businessman has a social responsibility 
to aot so as to strengthen the free enterprise system in 
which he believes. 
*Friedrich A. Hayek, T,he Road to Sertdom (Chicago: 
University of Chicago Press, fi)'44) Pass iii. 
18 
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The Harvard Co-operative Society {Colloquially known as the 1\ 
Coop) 
Many Harvard Square merchants feel tha.t 
the Coop affects their businesses. 
It should be remembered that "few cooperati vJs 
have come into being except where there has been a press-
ing economic need. People gradually come to the realizatioJ 
that the systan which serves them is not doing nearly as 
good a job as it might and they recognize that they can 
render better service for themselves ••• cooperatives are 
actually an expression of the people against certain in-
efficiency or at least partial shortcomings of a private 
5 
profit economy ••• " 
N. s. B. Gras, formerly Straus Professor 
of Business History, Graduate School of Business Adminis-
tration, Harvard University, in his book on the Harvard 
Co-operative Society says that "in 1882 the Society was 
formed to reduce prices below those cha.rgedby other stores 
at Harvard Square. Now, the Society sells at the level of 
5
committee on Small Busines~, House of 
Representatives, The Com etition of Coo eratives with 
Other Forms of Business Enterprise as ing on, n.c.: 
u.s. Government Printing ott·iO:e, April 9, 1946), P• 3. 
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its o-ompeti tors ••• The Society long ago gave up the policy 
of reducing prices at the Square to concentrate on making 
profits at the new level of local pri oes which it helped 
6 
to oreate.•t 
George Cole, president and general manager 
of the Coop, says that the future mercantile sucoess or 
the Square depends on just how efficiently and effectively 
its businesses are operated. 
,, 
A.s indicated by the results or the 
questionnaire, the Coop's effeot on business in the 
Square is competitive in certain lines suoh as men's. olothl 
ing, stationery, books and cameras. Those merchants 
handling some or the same lines that the Coop carries 
believe that they are being under-sold by only a few 
cents, but enough to make the difference at the point or 
sale. All the businessmen seem t ,o think that the Coop's 
biggest consumer-appeal lies in its. annual di vidend• 
Let us examine the operation or a consumer 
cooperative, which the Coop is. 
Consumer oooperatives, by virtue or their 
'I 
'I 
II 
. . I 
6N.s.B. Gras, Harvard co-operat·ive Society, I 
Past and Present 1882-1942 {Cambridge: Harvard University l1 
Press, 1C,42) P• 94. 11 
II 
~ 
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charters an.d by-laws, generally operate on a so-called 
non-profit basis. Purchase and distribution of goods 
to their patrons is made at the prevailing market prices. 
At the end of the fiscal year, the excess or in.aome 
over expenses is refunded to the patrons on the basis 
of their purchases during the year. These refunds are 
called dividends~-not discounts. 
_ ................ ..=.-.....-. 
As a ma. tter of record and fact, ~onsumer 
co-operatives are sub.j ect to' the filing of income tax 
returns and the p1.yment of Federal income tax. The big 
difference between a small businessman• a Federal income 
tax return and a consumer cooperative's tax return is 
that the cooperatives exclude from gross income the total 
amount of dividends paid to patrons. 
As reported by the Committee on Small 
Business, House of Representatives, April 9, 1946, there 
is substantial evidence to show that the cooperative 
movement operates as a very successful means of combating 
monopolistic concentrations and, as such, is a very 
healthy addition to the American economy. They engender 
wholesome competi tion• 
It is economically important to keep 
business in Harvard Square and to establish and mainta.in 
=~=-~~===~=================-== -·-=-~=-==-=-~~-=-=====-==-~~=~=========-~~~=-==-=~-=-~F=-====== 
a oode of business ethics. The merchants should endeavor 
to help each other's business whenever possible: if a 
retailer does not have something that a customer wants, he 
should send him to another store in the Square which might 
be able to serve his needs; or as a possible alternative, 
the busimessman could extend the courtesy of ordering for 
the consumer. This must all be predicated on the philosophy 
and development of good sound business relations. 
!!! those interviewed when asked the question. 
Are there any ways that the businessmen in the Square that 
belong to the Association oan help one another's business? 
said that they do do just this; i.e. the writer had occasion 
to call the Coop inquiring about a special kind of carbon 
paper. The girl in the stationery department said that 
the Coop did not carry it; however, she suggested that I 
call Bob Slate's Stationery Store in the Square, as they 
might ba ve what I was looking for. 
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CHAPTER IV 
Public Relations 
Public Relations, a word as new as atomic, 
teaching on tape, and television; yet, in practice as 
old as history itself. Socrates was thoroughly conscious 
of the techniques am Plato forlDlllated the.m in general 
terms. 
In 1948 the Public Rela tiona Society of 
America, Ina. adopted this definition: ~Public Relations 
is the activities at an industry, union, corporation, pro-
fession, government, or other organization in building and 
maintaining sound end productive relations with special 
publics such as customers, employees, or stockholders, and 
with the public at large so as to adapt itself to its en-
vironment and interpret it self to so ciety.• 
We as private indivi duals have our personal 
relations with our own personal public, our -:rriends, re-
latives and a~sociates, whether in school, at home, or 
elsewhere; and consciously or unconsciously, we endeayo.r 
to keep these relations as happy and harmonious as possible. 
That, in the sense of the private individual,represents 
his or her outward, or public relations attitude to his 
( 
.I 
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I 
or her personal publ.io. 
Now let us extend tb.El principle a little 
further. As applied to an individual in public life, such 
as a public servant or a politician, who is dependent upon 
the. goodwill of the public for his maintenance in of'f'ice, 
the importance of' good public relations becomes at once 
apparent. 
Now extend the principle to the 11m1 t--to 
the various branches and aspects of' the business world. It 
is here that we encounter our trouble for it is here that 
the extension or tbe principle of public relations becomes 
infinitely varied and infinitely complex--and sometimes even 
contradictory, as in the case of' labor-management disputes--
but fundamentally it remains the same. 
In essence it resolves itself into the 
haDnonizing of' business practice and conduct with public 
sentiment or public goodwill in order, not merely to re-
main in business profitably, but to expand in business by 
discovering and developing new avenues or approach tor the 
sale of the commodity or commodities that business and 
industry produce. The same principle applies in general 
to the sale or services, whether they be educational, 
cultural, political, religious or social. 
--r~-=---
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Why a Publio Relations PrograuO 
' 
Speoialization, complexity, eompetition and 
expansion-.. these have b eoom by-words and are so pronounced 
and apparent to all groups that the majority of businesses. 
have employed Publio Relations. 
In the welter of competing forces struggling 
for public favor, perhaps, business realizes that there is 
only one answer--Punlic Relations. 
Breathing and public relations can be used as 
an effective analogy here. Breathing is constant. Public 
relations should also be constant. It should not, under 
any circumstances, be used as a means ot artitical respira-
tion• The scienoe of Public Relations, it proper~ utilized 
can help meet. and solve problems which emerge from our 
rapidly changing social culture. 
An understanding ot the social science ot 
public relations is the key to the understanding ot modern 
society. And our modern society--more otten referred to 
as the Atomic Age--needs a great deal of interpreting and 
understanding. Its communiQation is bad. 
Oh, the tyranny of words. Today it is a 
lamentable, yet true, tact that reactions connoted by certain 
25. 
words are otten th~ cause for wholehearted approval or 
ostracism of an incii vidual or group when neither attitude 
is entirely justif'.ied. Examples of such thinking abound in 
our daily speeoh and newspapers and leave no donbt that 
our language needs a good going-over. But the alternative 
should not be a return to an empirical, primitive state ot 
society in language, such a change would be too radical. 
A complex language system appears as oonoomi tant ot an 
atomic culture and soeiety, hence, a better control ot what 
we now have would be more appropriate• Perhaps, we should 
all learn our A, B, c• s over again--Always Be Careful and 
Considerate. 
Public relations is a very powerful sooial 
weapon and as such should be used sincerely and with a full 
sense ot social responsibility. 
Funptions: 
Public relati~ns, in the sense of' business. 
large or small, endeavors to apply something that approximatEs 
the engineer's knowledge ot the stresses and strains upon. 
a bridge by all kinds of weather. That calls for a large 
measure of understanding, understanding of the genus homo 
in his reactions to any given set of oiroumstanoes. That 
is the beginning, and also the end aim, of psychology in 
public relations. 
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The manner in which business attempts to solve 
this problem represent$ the ever open doQr through which 
public relations comes into the picture. 
In its most simplified form. however, the 
problem of public- relations in business is one ot devising 
goodwill aativities to offset possible public antagonism or 
apathy. If you construe the phrase "public antagonism or 
apathy" to "customer resistance", you may comprehend the idea 
more clearly. 
Operation: 
How does public relations endeavor to win 
this o_bjeoti ve on behalf' ot business? 
By induoi~ business to take the public into 
its confidence as it never had before. In other words, by 
endeavoring to justify the ways of business to the customer. 
This oan be done in a variety of ways and through a variety 
of media, but these can be comprised under the general h~d­
ing of inf'orma tion. Such information can be purely instruct! e, 
in which case publicity .releases or advertisements may be 
used, or it can be entertaining, in which case the radio, and 
now this very extraordi~ary, phenomenal winning kind of 
novelty--television, offers perhaps the best outlet. 
I~ oan also be attempted by induc-ing business 
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to ameliorate employee conditions. 
It oan be attempted by inducing busines$ to 
support oivic movements. 
It oan be done by inducing business to 
support and participate in patriotic or cultural movements 
of a local or na_tional order. 
Pattern: 
The pattern or such public relations 
ac]ivities can and must be as varied as the natures of the 
businesses that public relations is called upon to assist. 
People are the real instruments ot good 
public relations. It is impossible to develop a public 
relations program of any value without them. Second to 
people, the success at any public relations plan will be 
decided ultimately by the ethics that undergird it. 
The Future: 
Perhaps the most common oonoeption of public 
relations is that it is a remedy for already existing ills. 
This, to: be sure, is of great importance, but even of 
greater significance is the oo:noept of preventive public 
relations--establishing a climate at thougnt and opinion 
which is favorably accepted by the public~ 
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Operating on the solid foundation of public 
understanding an.d confidence, public relations should f'ace 
a f'uture of' great importance• I.t is basically a remarkable 
tool. It will demonstrate its powers to draw together 
antagonistic forces, discover and bind the wounds of' strif'e, 
cultivate the spirit of fellowship and tolerance, and help 
men and institutions f'ind their way over the rough path 
the world is now traveling. 
Public Interest: 
I have been repeatedly saying that good 
public' relations coincides with the public interest. 
But what is the publio interest? The f'ao t 
ot the matter is, does anyone. really know what tb.e public 
interest is? 
In most law libraries in the land there is 
a book called Words and Phrases, Vol. 35, Proxy-Quo Warrantc 
which def'ines it thusly: "Public interest means that the 
publio bas some pecuniary interest or an interest by which 
legal rights or liabilities of' its individual mem'bers:. are 
af'feoted..• 
In the final analysis, one oommon basis 
underlies all sound public relations. In fundamental 
policies it must adhere to the accepted standards of ethical 
beha~_ior and to the highest concept of the public's interest 
and welf'are. 
Demoora..oy: 
At this historical juncture ot .American 
democracy perhaps the end sought should be a second great 
educational awakening. 
Whether demo~raoy is to survive tomorrow 
1 '· 
rests fundamentally on. the action taken by democracy today. 
Democracy is always seeking and striving to 
build and maint.ain a world order in which different peoples 
and nations may live together in peace, in mutual responsibil ty, 
I 
a.nd in 1'ru1 t1'ul commercial and cu.l tural intereou.rsE:s.. It is 
only in suah a world that the objectives and ideals or a 
democracy can be attained, tested, and demonstrated• 
Public relations can be ot most servioe to 
democracy by establishing ideas and attitudes in the minds 
ot: the people; by educating those in policy-making positions, 
such as businessmen, and industrial and government leaders 
to the proper worth of pursuing publio relations polio·ies. 
It is when these ideas are canbined with the specific tools 
that social soienc.e has given us, that the best results can 
be obtained. 
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CHAPTER V 
Summary and Conclusions 
It w.as apparent at the outset "to the writer 
t.b.a t n.ei ther the Harvard Square Business Men's Association 
nor Harvard Square were a: typical. • The Square ia a "high• 
quality shopping center dealing with upper middle class 
eonsum.ers. 
And why then, you ask, did I select this 
group to w;ork with? Because I felt that if this eduo.ated 
segment could not see the vi tal importance ot ~idi:ng· smal~ 
business thrQUgh the local association at the community 
level, and could not act as an incentive and as a success-
fully working model for other local associations througho'Q.t 
the country (tor Harvard is unquestionabJ:y one o:r the centers 
of birth to new ideas, to ne• methods, and to new practices, 
and is constantly being watched and copied) that thia 
country was not only faced with tb.e serious problem of sma11 
business, but it was confronted with the even more traumatic 
problem o:t the revival o:t learning~• 
One of the impressive facts which became 
obvious very early in the investigation was that this 
Assooiation was not fulfilling 1 ts objectives. as written 
in its By-I.a•s· This :tact became salt-evident from inter-
viewing the mEmbership and talking with the officers and 
directors. The primary purpose ot the Harvard Square Busines~ 
Men's Association seems to lie in its soQial function. Al-
though listed under State Local Businessmen's Organizations., 
it is run as a Businessmen's Luncheon Club. 
Therefore, rather than limit J.IJY inquiry to. 
the public relations aspect, I expanded the boundaries. ot 
my examination to encompass the entire realm or operatiorus: 
ot the Association. 
I. I maintain that this association can 
rightly be classiti,ed as a local trade .association, accord-
. I . . 3 
ing to the definition s~t down by Jay Judkins, Chiet, Trade 
Association Division, u.s. Departmen.t of Commerce, which 
says: "A non-prot1t, voluntarily-joined organization of 
business competitors {usually in one branch ot business) 
which bas been formed to serve its membership and its industry 
in dealing with mutual problems. Among the varied fields of 
service are government relations and legislative research, 
business promotion and public relations, commercial and 
industrial research, business ethics, labor relations and 
serving as the chief center o:f current economic and statistioa 
information tor the industry-.• 
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The tundam.en tal purpose in farming any 
as so cia tion is to accomplish by group action that which 
w cnld be im:possi ble for the individual. This goal ia no. 
less true of the Harvard Square Business Men's Association. 
And every town, 9ity, and community has their own peculiar 
problems that are best solved by a local group• 
This follows the two car<Unal rules ot 
public relations; namely, understanding and participation. 
In consideration of any problem, it .should first be out-
lined; cause and effect relationships should be established; 
hypotheses should be set up. The language in which the 
problem is discussed and presented should be simple and 
easily understood by all those involved. 
Understanding by itself is a rather 
paralyzing and divisive element; the.retor e, it is important 
that each individual not only understands the :problem, 
but sees his relatiDnship to it and becomes directly in-
volved in its solution it the best results are to be 
attained; 1. e. in Long Island there is a community oa·lled 
Frankli~ Square, who has an extremelY foresighted .bank 
executive by the name of Arthur T· Roth. Hoe is responsible 
34 
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~or putting his little town on the map. Mr. Roth obtained 
a photographic panorama of the somewhat dismal stores on J 
the Square's main street. Then he had an architect sketch t 
street with every store front done over in a uniform 
Early American motif. All the businessmen were called to-
gether and Arthur Roth showed them the two pie·tures tor 
contrast. He told them that the project would oost $500 
tor each 15 feet or frontage and that the bank w~ld lend 
7 
the money on a 5-year basis. Everybody signed up. 
I would like to •pin~point" those ~unctions, 
which I believe should be considered the public relations 
services of any associat-ion, whether it be local or national. 
They are: 
A. To act for its members as th~ chief 
center of current economic, statistical, 
and research information; 
B. To inte:pret and disseminate this 
information to its membership; 
c. To suggest acts for its members to 
take ~at are in the public interest; 
D. And to e:x:plaill these acts to their 
publics--for good public relations 
coincides with the public interest. 
'IJ. Handly Wright and Byron H. Christian, Pu.blio 
Relations in Manifem.ent. (New York: McGraw-Hill Book do., 
Ilic., March 'i, 1 ~~), p. 120. 
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To establish a really effective publio 
relations program may well take from thre~ to five year~. 
As an initial start, the Association is 
small enough to have one of a two-man starr or to have a 
one-man staff aot as a publio relations counsel to its 
membership on an individualized basis as well as to the 
Association at large whenever problems arise ot a publio 
relations nature. 
Any organized local businessmen's group, 
suo:h as the Harvard Square Business Men's Assooia tion, 
comprised in large part or small entreprenuers should 
attempt to direct a larger proportion of its total efforts 
to the education of its membership in the fields of public 
relations, management and research. 
Having just disousse~_ the ,topio of public 
relations, let's turn to the fields of management and 
researeh. There are two ways by which these areas of 
business can be covered. 
First, by utilizing the resources of' Harvard. 
There is an organization at the Harvard Graduate School 
of Business Administration called, The Associates, composed 
ot business firms and individuals joined closely with the 
sohool to further its aims. It attempts to serve the broad 
interests or business by doing research, bringing business 
and business education closer together, and helping both 
business and education to understand better their growing 
responsibilities. Membership in The Associates is predicated 
' 
upon the interest in the work ot the University, and members• 
dues are contributed primarily to its research program. 
Another program at the Harvard Graduate 
School ot Business Administration along comparable linea 
is the Advanced Management Program, which is a concentrated 
12-i" w~ek course for experienced businessmen and executive$. 
one session runs tram the middle ot Sep.tember to the middle 
or Decemb,~r; and the second is offered trom late in February 
to the latter part ot May. 
The formal course content covers six general 
areas: Administrative Practices, Business and the American 
Society, Cost and Financial Administration, Marketing 
Management, Problems in Labor Relations, and Administrative 
Policy. 
Second, bz engaging . .in research activities. 
. ' ~ . . 
Research. is a necessary and vital step in the. teohno~ogical. 
progress of small business. Investigation and research 
will lead directly or indirectly to better business manage-
ment and improvement ot the individual ea~ning position ot 
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the Association membership. 
An association, which is fulf'illi~g ita 
purpose is a cooperative research, serviee, and educational 
organization, that can put at the disposal of its membe:-
ship service, facts and figures that in turn will render 
the individual effort of' the businessman more ef'tioient. 
An association is not regulatory, but rather advisory; there-
fore, in the last analysis, the effectiveness ot its work 
rests with the individual members. Perhaps, one of' the 
chief reasons associations find it difficult to fUnction 
suooessf'tllly is the failure, on the part of' the members to 
furnish inf'orma tion to the assooia tion, and their failure to 
use the information furnished them by the association. 
The need for research is accentuated by our 
competitive system, which is compelling associations to 
devote increasingly more attention to the field. It is 
common pra<ltice tor associations to conduct research in 
cooperation with universities anci technical institutions by 
such methods as The Associates, esta@lishing research 
scholarships and fellowships, and by endowing chairs in 
colleges. Part of' the research done in the Division ot 
Research at Harvard is financed by allocations f'~om the 
contributed funds ot The Associate$. 
................. ------------------------~--~ 
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Associations have reached the stage where 
they must assume greater responsibility to their membership 
and give evidence of their usefulness• However, it still 
remains tor assoo iations to demonstrate the ext~nt .: or. ' th~ir 
ability to become the liaison throu~ which they contribute 
to the solution of the problems of business. 
The Harvard Square. Business Men'$ Assooiation•s 
written objectives are good, but they should be implemented 
as suggested above. 
II. To succeed, 1 t is essential that an 
association have a sound program and a .oompetent- staff, con-
e . __ _ ; I I I . . . ( 
oom1.tant with leadership and financial support. 
I 
I would recommend that one man be hired to 
take oare of the association operations. This seems the 
more sound policy than to pay a remuneration for services 
rendered to t•o men ($250.00 per year to the secretary, and 
$150.00 per year to the treasurer) who are engaged in tull~ 
time businesses ot. their own. The group does not need a 
$10,000 a year association man. If a man could be secured 
who has worked with a national association tor about two 
years, he could probably 9-o a very satisfactory job. As 
tor seoretari~l work, to begin with a part-time girl could 
be hired, and if time and events deem it necessary, sh~ 
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could work on a full-time basis. A very luerative market 
for employment of this kind would be the wives of Harvard 
students. 
III. An excellent weapon for the Association 
2 
is a Uni·versi tr Ad.visory··B.oal'd·.- This ·oould be made up of 
' . ; . 
invited professors. of the Harvard Graduate._ School of Busines 
Administration in such fields as marketing, selling, taxatio . 
government, business finance, eta. It should be comparative 
easy to interest these men in accepting positions on the 
board of a voluntary non-profit lo.cal organization. The 
advantages of the business and pro:ressional experience ot 
these University professors, as well as their academia 
interest in the problems which business is confronted w1 th 
today, can help immeasurably. No douot such an affiliation 
would lead to research at the University, which would be 
of more practical value to business. The Association would 
find a workipS advisory board somewhat unusual and unique 
at the local community level. 
This collaborati.on between. educ.ation and 
business is a responsibilitl which more businesses and 
as so cia tio® .should assum.e. They have, I think, just as 
much responsibilit.1 to contribute to the common cause or 
higher education because these ventures eventually and in-
evitably will contribute to the advancement of our living 
40 
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standards and to the strengthening of our national security--
and this affects the lives of all Americans. 
IV• Article II1 Seotion 2., of. the . By-Laws 
is antiquated and mast definitely outot line with 20th 
I 
century thinking• It deals with Associate Members and reads 
as follows: "Women who are engaged in business in Harvard 
Square, or who are otherwise qualif'ied as provided in A.rtiole ,
1 
II, Section I (Active membership shall be limited to persons 
engaged in business for themselves, or in the management o:t 
business interests, or owners ot business property, in 
Harvard Square and vicinity~} shall be eligible as associate 
member.s. Their membership shall not include attendanc.e at 
meetings, except by vote of the board of directors, but they 
shall be entitled to all other privileges accorded the 
active members. 
Women should b.old the same type membership 
in the Association as men do. 
There are several able women entreprenuers 
in the Square--a resource of wealth that has been neglected, 
and perhaps to the Association as well as to the community's 
d:l.sadvantage. 
v. It might be well worthwhile for the 
I 
I 
II 
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Association to increase its kinds of standing committees. 
The By-Laws now call tor· committees on Municipal Aft"airs, 
Membership, and Advertising. How about Public Relations. 
Business Practices and Principles, Business Promotion, 
Trafric and Parking, Market Research? These committees 
should extend services to the membership whioh will provide 
ror better economic conditions. Fairchild Publications, 
New York, put out such trade publications as Retailing 
Daily and Women's Wear Daily; and a Journal~ RetailiD§ 
is issued by New York Univers1 ty• 
It is important that an assooia ti on an.d its 
I 
membership keep abreast of the trends and times. 
I think it would be advantageous for the 
Assoo iation to become a member or the Retail Trade Board 
or Boston. It might also be benericial to have an 
Association representative sit in on all meetings or the 
Cambridge City Commission and attend all sessions ot the 
Boston legislature to· be intor.med and to communicate to the 
Association any programs being considered or any action 
taken by these bodies that might have a signit"ioant bearing 
on the Square. 
An assocttion should never overlook the 
services ot" the Government. The Department or commerce, u.s. 
Office or Small Business, has three operating divisions ot 
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interest: Management, Finance and Taxation, and Business 
Practices. Then, too, Domestic t:lommeroe, a weekly bulletin 
ot national economy, brings to business the aids that. are 
necessary in securing an understanding of the broad eoonomio 
problems confronting the country. I' pr~v~des authoritative 
information on the results of research on behalf of business, 
and contains the policies and principles whfoh should be 
seriously considered. Subscription cost is $20.00 a year. 
Knowledge of current doings and projects or 
the National Small Business Men•s Association, 163 N. Union 
Street, Akron, Ohio ( D.M, Emery, President), would be 
professionally valuable. 
By keeping in touch with activities of this 
nature the A.ssociation will be in a position to render 
greater service to its membershiP• 
VI. A. Har ..vard Square Merchants' Shopping 
N.e-.s sent free to all Cambridge and suburban housewives, 
once a week, is an excellent means of communication. It 
keeps the name and facilities of the Square before the 
public·. And remember, w.oJ]len do 85% of all buying done 
8 
acywhere in the u.s. 
· 8women' s Natio.cal News Service, Bell Syndicate, 
Inc. (New York: 229 West 43rd St•l• 
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VII. The .question was asked: "Are there any 
ways that the businessmen around the Square are hurting one 
another's business? !neVi tably all the answers reverted 
baok to the parkipg problem. It seems that the businessmen 
themselves and their employees are using the meter~d parking 
areas instead at a parking lot Of leaving their oars in. an 
outlying district, so that. these valuable spaoes can be used 
by potential customers. However, many ot the businessmen 
realize th_is, and several have requested their employees 
to park in these outlying regions; but it was the consensus 
of opiniqn that if these sections were not occupied by 
the employees they would be utilized by students and M.T.A· 
transients rather than being left open for customers. 
At the request of the Harvard Square Business 
Men's Assooia ti on the Cambridge Planning Board did a park-
ing study, supervised by Mark Fortune and Alan McClennen. 
I spoke with these gentlemen for about. ~ree hours relative 
to the study, the solutioJ.t, and the implementation ot it. 
The pro.blem deals w1 th four publics: These 
are business owners in the Square and their employees; M·T·A· 
commuters, \\h o park their oars all day in Harvard Square, 
Harvard students, and last but not least, customers. 
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Before proffering a possible solution to 
the parking problem, I would like to discuss the traffic 
situation.. It is my understanding that when the traffic 
lanes were designed for the Square they were meant to handle 
:otary traffic. I further COillprehend that this rotary 
system of traffic was tried, but that the Association was 
very instrumental in having it changed because it was 
difficult for pedestrians to cross the street. Pictures. 
of the experimental rotary traffic layout easily demonstrate 
why it pro-ved unsatisractory. However, a de:tini te change 
should be made in the present traffic regulations in the 
Square to remove the congestion that now exists. A lot of 
this thD)u&B traffic could be re-routed to the corner of 
Brattle aad Massachusetts Avenue in front of the Cmabridge 
Federal Saving$ and Loan Association, which would alleviate 
the contusion ot the nucleus traffic that converges at the 
heart of the Square. Of oourse, if you were to contemplate 
a long-range traffic program some one-way tratfio plans, 
no doubt, would help immeasurably. 
To rectify the parking situation, I would 
like to otter the following suggestions. 
First, and foremost, organize a group to 
discuss with the University the possibility ot· building 
an underground garage beneath the Cambridge commons tor 
45 
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their students; the cost to be absorbed in the boarding fee 
of those students Who own oars. The University is in a 
pos_i tion to undertake suoh a project on a tax exempt basis, 
---......;:=--
I understand. Such a plan is feasible and would eliminate 
the student parking· problem. 
As for the M.T.A. transients, currently it 
does not seem likely that the M·T·A· will secure any money 
for the extension of the subway to West cambridge. On J'une 
22., 1951, the Senate refused to reconsider its action in 
killing a bill to permit the M.T.A. to borrow $5,000,000 for 
new equipment. 
Therefore, in view of this, and since Harvard 
will still remain the end of the u.T.A· line, it might be 
praa:tical to build a oage garage on the site of the Eliot 
Parking lot. The oity ot Cambridge, I am told, owns this 
property, but if a group ot business people and even those 
residents ot Cambridge, ~specially around the Square who 
are constantly bothered by people parking in front ot their 
homes and blocking their driveways, could raise enough money 
to purchase this lot and build such a garage, 1 t most 
assuredly would be a good sound long-range investment. It 
it is impossible to purchase perhaps you could lease the 
property from the City or Cambridge instead. 
===-· ~~- ===== 
If the site of the Eliot Parki~ lot is not sufficient for 
the building of· a cage garage, an attempt could be made to 
lease or purchase some or all of the M.T.A. property ·next to 
the lot. This cage garage could be large enough to allow 
members of the association and their employees to park their 
oars free of charge; the rest of the space would be used by 
M.T.A. transients and possibly others who would pay perhaps 
$ .2.5¢ or $ .50¢ for all-day parking. Contributions to the 
venture could be worked out on some sort of a proportionate 
basis. 
This plan, of co,urse, will hinge solel.y on 
the strict law entorcement · or checking the metered areas, and 
the residential aectiona to see that there are. no all-day 
parkers. The parking· meters are a source of revenue to ~e 
oi ty, and f'or this reason they can well afford to have ample 
meter and traf'fio officers enforce the law. 
If' these thi~s were done, the parking meter 
areas would be sufficient to handle shoppers. 
The membership roster lists about two garages; 
in order that these businesses Will not feel that the Assooiat on 
is not considering their welfare perhaps these two garages 
could rent first-floor space in the cage garage whereby they 
could service the oars. The writer feels that some satis-
factory arrangement could be worked out. 
-====--:-=-==- ===-= ====== ~-==- -----
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Anothe:r: point is that not only the stores, 
but also the garaee would furnish an excellent place to 
distribute suoh give-aways as the "Heart ot cambridge• 
Shopping director,y. 
A very important tactlr to remember in 
presenting this garage proposal to those involved is that · 
they must not only understand the overall program, but, 
perhaps , mar.~ . important, they must see their relationship 
to it. 
VIri. When a group of human beings work 
together, there always seem to be sooi.al and psychological. 
issues ot a complex nature which not only enmesh the •s 
aotivi.ties, out also seem ,to a:etect their reasoning• It 
; .. ; . - I , 
is easy- to investigate, code, and analyi~e, but the great-
est consideration has to be the •human element~ without 
wbio·h all other elements .are useless. All these social-
psyohologioal aspects are so interdependent that it is not 
only the understanding but the correlation. or these that 
are primary in the actual solution o:r the problem or 
problems ot any group or any association. 
Harvard Square can retain its community 
leadership only through the ruturistic planning ot its 
businessmen. 
~-==~F===-~-=-=-======~=== ====~~~~~~-=-=-==~==============================~p==~-~---
The tuture belongs to those who prepare 
f'or it; and the present is. great with the future. 
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HARVARD SQUARE BUSINESS MEN'S ASSOCIATION, INc .• 
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OFFICERS 
BENJAMIN F. OLKEN 
BRADLEE F. CLARKE 
N. RUSSELL CAZMA Y 
ROBERT B. SNOW 
JAMES B. FREEBURN 
. . President 
Vice-President 
. Secretary 
. Treasurer 
Auditor 
OFFICE OF THE SECRETARY 
8 BOYLSTON STREET 
HARVARD SQUARE 
CAMBRIDGE 
DIRECTORS 
JAMES W. BRINE . 
RICHARD A. DOW . 
. Term Expires, 1952 
. Term Expires, 1952 
E . . WILLARD PHIPPEN . Term Expires, 1953 
EDWIN R. SAGE . Term Expires, 1953 
WILLIAM L. GALVIN. .TermExpires,1954 
ORMAND F. HUMPHREYS Term Expires, 1954 
C. RODNEY SAGE . . . Term Expires, 1954 
ROBERT I. SLATE . . . Term Expires, 1954 
Frederic A. Olsson 
Edwin B. Powell 
Edwin R. Salle 
t Honorary Life Members 
~Charter Members 
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MEMBERS OF THE HARVARD SQUARE BUSINESS MEN'S ASSOCIATION, INc. 
Na-mes, B·usiness, Address Joined 
A»AIIS, KARL, JR., Investmente 
-4 Brattle St. KI 7-1681 1948 
ALPERIN, DR. PHILIP T ., Chiropodist 
18 Brattle St. KI 7-2400 1951 
AIIBA88ADIJ lt:.ALTT CoRP., (2) 
The AmbllSl!ador 
1737 Cambridge St. KI 7-ti624 1949 
ANDERSON'S CAIIB. EXPBE88 
28 Palmer St. TR 6-2380 1919 
ARcHIBALD STUDIO, Weaving 
6 Boylston St. TR 6-9494 1048 
ARLACE SHOE Co., INc., Shoe Salon 
27 Brattle St. EL 4-9017 194!1 
AuGUST, J., Co., Haberdasher 
1320 Mass. Ave. TR 6-1104 1910 
BATCHELDER, WHITTEAlORE, CoAL & OIL (2) 
4 Brattle St. KI 7-6820 1934 
BEACON TYPEWRITER SERVICE 
1384 Mass. Ave. TR 6-0227 1937 
Bzcum, KABL F., Florist 
1730 Cambridge St. KI 7·1243 1926 
BERTOLAHI'S BARBER SHOP 
28 Boylston St. 1948 
BIBBEY, ABTHUR J., Insurance 
1416 Mass. Ave. EL 4-1530 1950 
BICYCLE ExCHANGE, Bicycles 
3 Bow St. UN 4-1300 1943 
BiLLINGS & SToVJ:B, Druggists 
1360 Mass. Ave. KI 7-0502 1922 
BoLTER CouP ANY, Men's Wear 
1312 Mass. Ave. IU 7-3079 1946 
BRADLEY, R. M., & Co., Real Estate 
18 Brattle St. TR 6-ti415 1932 
BRADsHAw, LAwRENCE C., The Bite 
1314 Mass. Ave. Kl 7-0576 1933 
BRAGG, DR. HENRY W ., Dentist 
1278 Mass. Ave. TR 6-0382 1911 
BRATTLI!l CAB T A:i:IB 
1426 Mass. Ave. TR 6-2000 194.5 
BRIGGS & BRIGGS, Music Store 
1270 Mass. Ave. KI 7-2007 1930 
BBINE, JAMES F., INc., Sporting Goods (2) 
1346 Mass. Ave. TR 6-4218 19111 
BUTLER, Dn. PERCIVAL F., Dentist 
1374 Mass. Ave. TR 6-2277 1943 
CAJoJBRIDGE AcADE:YT 
48 Garden St. KI 7-7665 1940 
CAHBRIDGE DENTAL LABORATORIE8 
5 Boylston St. TR 6-3827 1945 
CA'imRIDGE FEDERAL SAVINGS 
& LoAN AsSOCIATION 
38a Brattle St. . TR 6-8128 1938 
CAIIBRIDGE SAVINGS BANI< 
1372 Mass. Ave. TR 6-06711 1913 
CAIIBRIDGII SUN, Newspaper 
631 Mass. Ave. TR 6-7330 1930 
CAIIBRIDGE TnusT CoMPANY (3) 
1336 Mass. Ave. TR 6-l>liOO 1919 
CAKPBELL & SULLIVAN, Fish Market 
ll4 Church St. TR 6-ti710 . 1917 
CANNON, BmBNicm M., Child'a Shop 
20 Brattle St. KI 7-11119 1929 
CAPPT'S 
2 Dunster St. 1949 
CARSTEIN CoAL Co, 
47 Cogswell Ave. TR 6-057• 1934 
CAZHAY, N. RUBBELL, Real Estate & Ins. 
8 Boylston St. KI 7-1248 1917 
CHIPP, INc., Tailors 
33 Brattle St. KI 7-3323 1949 
CHRISTOPHER, NICE:, Frnite 
31 Brattle St. KI 7-7089 1948 
CauncH STREET GARAGE: 
41 Church St. KI 7-1134 1924 
CLARK & MILLS ELECTRIC Co. (2) 
Electricians 
31 Church St. Kl 7-lltl9 l!Jl7 
CLARKE, BEADLE£ F., Real Esl!lte 
62 Church St. KI 7-2100 1937 
c6 
IQ 
Names, Busi11.ess, Address Joined 
CLUB 100 INc., Restaurant 
100 Mt. Auburn St. IH 7-1!100 1!147 
CoACH GRILLE, INc., Restaurant 
22 Boylston St. TR 6-0613 1943 
CoGAN, WILLIAM D., Chiropodist 
1374 Mass. Ave. TR 6-0282 1930 
CoHEN, DR. GEo. M., Optometrist 
18 Brattle St. TR 6-8297 1 !14!1 
COM>{ONWEALTH LAUNDRY Co. 
384 Franklin St. KI 7-9201 1949 
COOLEDGE , WALTERS., Insurance 
10 P. 0. Sq., Boston HU 2-8060 1915 
CoRCORAN, J. H . & Co., INc., Dept. Store 
1fi Brattle St. UN 4-3000 1949 
Cos•ros PREss, INc. 
99 Mt. Auburn St. TR 6-2660 1935 
CouGHLIN, JosEPH P., Attorney 
1374 Mass. Ave. UN 4-2220 1941 
CRIMSON BARBER SHOP 
191 Concord Ave. 1943 
CRIMSON CAMERA EXCHANGE 
1300 Mass. Ave. UN 4-4777 1951 
CRIMSON GAR.~GE & SERVICE STA. 
49 Boylston St. EL 4-9180 1949 
CRIMSON MEN's SHOP, Haberdasher 
36 Dunster St. KI 7-478!.1 1946 
CunciO & BERG, Public Relations (2) 
1416 Mass. Ave. 1951 
DALEY's, INc., Druggists 
1426 Mass. Ave. TR 6-1420 1928 
DANEHY, JAMES F. 
Post Office Supt. EL 4-9359 1935 
DEGUGLIELMO, JosEPH A., Lawyer 
1430 Mass .Ave. KI 7-7590 1945 
DERBY JJ>WELER, INC. 
1376 Mass. Ave. TR 6-9367 1919 
DEWrrr, NmWTON A., Dentist 
252 Franklin St., Newton 1922 
DICKSON BROTHE>BS, Hardware 
26 Brattle St. TR 6-6760 1914 
DoNAHUE, EDWARD J., Plumber 
1101 Mass. Ave. TR 6-ti070 1934 
Dow, GEoRGE L., Real Estate 
4 Brattle St. KI 7-1681 1913 
Dow, RicHARD A., Real Estate, Ins. 
4 Bratt!~ St. KI 7-1681 1936 
DuDLEY & BoRLAND, Real Estate & Ins. 
1374 Mass. Ave. TR 6-2440 1948 
EDDY, RucKER, NICKELS Co., Advertising 
4 Brattle St. UN 4-9300 1948 
ELLIS & ANonEws, Real Estate & Ins. 
4 Brattle St. K I 7-8586 1917 
EWABT, INc., W. D., Antiquea 
15 Brattle St. EL 4-3435 1948 
FELIX, INc., Shoe Repairing 
1304 Mass. Ave. 1950 
FELONEY, LAWRENCE F ., Atty. 
1430 Mass. Ave. KI 7-7590 1!150 
FERRICK, JoHN F ., Lawyer 
1430 Mass. Ave. KI 7-3256 1948 
FINE, JosEPH, Lawyer 
1374 Mass. Ave. TR 6-8544 1932 
FINN, RICHARD C., Camb. Elec. Lt. Co. 
46 Blackstone St. UN 4-3100 1945 
FISH, SAMUEL, Book Bindery 
28 Church St. KI 7-1281 1919 
FBEEDURN, JAMES B., Insurance 
8 Boylston St. Kl 7-1248 1940 
GALVIN, WILLIAH L., Architect 
38b Brattle St. TR 6-8541 1934 
GELOTTE, CLAus, INc., Cameraa 
12:o P~~~~..\e~c ~{'i"t!~'i6o 1938 
GOLD COAST v ALETE:RIA 
:10 Plympt.on St. 1949 
llOMATOS, TED J .. Fruit.s 
139-1 M!l&l. Ave. JU 7-ar.r.s l!HS 
Goes, B. D. & Co., Jo: leetric<"-JUI 
5 Boylston St. EL 4-0749 1946 
Na·m.es, B11siness, Address Joined 
GRANITE MoNuMENTs, INc. 
1430 MllSl!. Ave. KI 7-70!10 
GREEN, Louzs L., Lawyer 
26 Arlington St. KI 7-4143 
GREENE, HARDING u. 
Cambridge Electric Light Co. 
46 Blackstone St. UN 4-3100 
GusTIE, JosEPH A., Restaurant 
1950 
1925 
1928 
1814 Mass. Ave. Kl 7-3733 1934 
GUTHEIM, HEnMAN E., Retired Fire Chief 
612 Huron Ave. TR 6-2168 1948 
HAMILTON LIQUORS, INc., Bottled Liquors 
102 Mt. Auburn St. TR 6-2110 1943 
HARLOW, FRANKS., Real Estate 
22 Palmer St. TR 6-7336 
HARNEY, RALPH, Mgr., Metropolitan 
Life Ius. Co. 
66 Church St. KI 7-4209 
HARVARD AUTOMOBILE Co., Antoa 
Quincy Sq. TR 6-ti910 
HARVARD BARBER SHOP 
1302 Mass. Ave. 
HARVARD CAFE, INc., Restaurant 
29-31 Boylston St. EL 4-9506 
HARVARD Co-OPERATIVE SOCIETY (4) 
14~e1'1~ef~~to'fR 6-3000 
HARVARD CRIMSON, College Paper 
14 Plympton St. KI 7-2811 
HARVARD PnoVIsiON Co. 
Groceries and Provisions 
94 Mt. Auburn St. KI 7-ti684 
HARVARD TRUST COMPANY (2) 
1408 Mass. Ave. TR 6-1700 
HARVARD UNIVERSITY 
Lehman Hall KI 7-7600 
HARVEY, CHARLES E., Dentist 
1374 Mass. Ave. TR 6-2274 
HAYDEN, INc., Painters 
28 Palmer St. TR 6-2506 
HoTEL CoMMANDER 
16 Garden St. KI 7-4800 
HoTEL CoNTINENTAL 
25 Garden St. KI 7 -ti100 
HowARD JoHNBONS, Restaurant 
1 Boylston St. 
1921 
1943 
1911 
1946 
1947 
1913 
1932 
1936 
1919 
1947 
1944 
19·!2 
1934 
1932 
1948 
HowiE, GoRDON G. 
Cambridge Gas Lt. Co. UN 4-3100 1!132 
JACK ''VILLIA.\IS MAGIC GARDENS, Florist 
1412 Mass. Ave. TR 6-8381 1948 
JOHNSON & WHITCOMB, Arohitccte 
44 Brattle St. TR 6-9621 
JoYCE, JoHN R., Filling Sta. 
1201 Mass. Ave. EL 4-9349 
Jut's PLACE OF CAMBRIDGE, INc., 
Restaurant 
30 Dunster St. EL 4-1366 
KING, JoHN R., Chief of Police 
Headquarters. TR 0-9800 
J{onY, PAUL, Photographer 
8 Boylston St. KI 7-7552 
KUPERSMITH, SAMUEL, Florist 
17 Brattle St. Kl 7-5442 
LAFRANCE CoMPANY, Stationers 
32 Brattle St. TR 6-7 538 
LEAVITT & PEIRCE, INc., Cigars, eto. 
1316 Mass. Ave. KI 7-0576 
LEIGHTON, JosEPH C., Real Estate 
1286 Mass. Ave. TR 6-0970 
LEOPOLD MoRsE Co., Clothiers 
1410 Mass. Ave. Kl 7-4200 
JJLOYD, ANDUEW J., Co., Optici:lns 
5 Br:tt.tle :'it.. 'l'llll-0851 
JjovEY~ Co., D. C. , Hui1Jcrf4 
H:.!U ~Ins,,, Ave. lcL 4-202i'• 
LOWRY, CHAULI::S F .. Opticia.n 
7 Boylston St. TH 6-206!) 
1949 
1946 
1943 
1946 
1941 
1950 
1937 
1921 
1945 
1938 
1916 
19-19 
1\)28 
Names, Bw£-ness, Add-ress Joined 
LYNN, FRANK, CAMD. GAs LT. Co. 
238 Main St. TR 6-3100 l!J4!l 
MACKLIN, Dn. JAMES J., JR., Physician 
1587 Mass. Ave. TR 6-9292 1946 
MAHER, D. L., Co., Water Supply 
Contractors 
38b Brattle St. KI 7-1438 1943 
MALCOLM, WILLIAM J., & SoN, Plumbers 
34a Brnttle St. TR 6-7523 (2) 1928 
MANTER HALL ScHOOL 
71 Mt. Auburn St. TR 6-7532 1937 
McCARTNEY, SEWELL H., Auto Rep. 
104 Mt. Auburn St. KI 7-7730 1946 
McCLOSKEY & HARTY, Real Estate 
4 Brattlc St. KI 7-3773 1949 
McKENNA, J., INc., Radios 
19 Brattle St. KI 7-0809 1949 
METROPOLITAN CoAL Co., Fuel 
724 Mass. Ave. TR 6-2060 1944 
MIDDLESEX BRoADCASTING CORP. , WTAO 
439 Concord Ave. 1951 
MINUTE MAN RAnio Co., INc., Radios 
28 Boylston St. EL 4-!lllO 1944 
MoRnrs, FREELON, Real Estate 
1374 Mass. Ave. TR 6-0675 1941 
MURRAY's NEws AGENCY 
38 Bow St. KI 7-4730 1948 
MYERS, HARRY J., Manager 
1324 Mass. Ave. TR 6-0626 1941 
?\·IYLEs, THOMAS F., Lawyer 
18 Bmttle St. UN 4-0780 1051 
NEwcOMB BAKING Co. 
33A Brattle St. UN 4-2040 1949 
NEWHALL, CHARLES A., Real Estate 
1101 Beacon St., Brookline 
KI 7-9758 1929 
NOLAN BROTHERS, Jewelers 
1430 Mass. Ave. TR 6-2120 1050 
NoRMAN, ERNEST B., Superintendent 
5 Boylston St. SO 6-7378 1944 
O'BRIEN, Dn. EDWARD J., Chiropodist 
1416 Mass. Ave. KI 7-8!179 1949 
O'LEARY, TIMOTHY, Gardener 
33 Elmwood Ave. EL 4-0328 1937 
0FGANT CHEVROLET COMPANY, 
Auto Sales & Garage 
844 Main St. TR 6-6400 1944 
J. F. OLSSON Co. 
43 Brattle St. TR 6-0938 1915 
OxFoRD GRILLE, Restaurant 
36 Church St. EL 4-8277 1940 
PEAK, HoWARD F., Contractor 
4 Gorham St. KI 7-9368 1913 
PHELAN, W. T., & CoMPANY, R. E. & Ins. 
1384 Mass. Ave. TR 6-0876 1940 
PmLLIPs BooK STORE 
1354 Mnss. Ave. UN 4-13.54 1945 
PowELL, EnwxN B ., Printing 
34a Brattle St. TR 6-9611 Charter 
PYNE, WALLACE E. & Co., Accountants 
1384 Muss. Ave. TR 7-1650 1949 
QuiNN, J. HENRY, Real Estate 
1384 Muss. Ave. TR 6-ti702 1949 
RmAo, LESLIE C., Real Estate 
18 Brattle St. KI 7-1460 1944 
RELIANCE Co-OPERATIVE BANK 
15 Dunster St TR 6-2278 1!136 
RicE, WILLIAM G., Furniture, cto. 
34 Brattle St. KI 7-0221 1921 
RocHE, FRANCIS J., I..~uwyer 
1374 Muss. Ave. KI 7-3124 1933 
ROGl·.!U~, Tl.\ltHY lt., c~r·pelll.t~r 
~,; f:luu·ch Kt.. Tit tH1H:.l Hlr,o 
ltauEn'~ 1\lF:N'd HUOP. 1-J!.\bfrt.ln::ihr.r 
J;)(i2 1\!a&l. Ave. Kl 7-0:.!~2 19-JS 
UowE, l!:DWAltn i\1., Lawyer 
19 Ware St. KI 7-0-!60 1()44 
Names, B1uiness, Address Joined 
RYAN, HAROLD A., INc., Florists 
581 Mt. Auburn St. KI 7-1207 1!132 
SAGE, C. RoDNEY, Groceries & Provisions 
45 Bmttle St. TR 6-2211 193. 
SAGE, EDWIN R., Groceries & Provisions 
411 Bmttle St. TR 6-2211 Charter 
SAGE's FLOWER SHOP 
45 Brattle St. TR 6-2211 1!1111 
SANDS, GEORGE R. & SoNs, Monuments 
457 Mt. Auburn St. TR 6-1122 1924 
ScHOENHOF's FonmGN Boon, INc. 
1280 Mass. Ave. KI 7-1118? 1946 
SCHUMACHER, AUGUST J., Architect 
102 Mt. Auburn St. EL 4-11843 1949 
SHEA, WILLIAK E ., Restaurant 
1276 MllSl! Ave. EL 4-9288 l!HO 
SIEMEN, Dn. J. LESTER, Dentist 
1374 MllSl!. Ave. TR 6-4468 1944 
SmPBON, JOHN, Jeweler 
1 Brattle St. TR 6-7042 1919 
SLATE, ROBERT I., Stationer 
1288 Mass. Ave. l{l 7-1230 1939 
SPIKE, JAYES E. 
20 IGngston Rd., Newton Highlands 
TR 6-3100 1914 
ST. CLAms', INc., Lunch, Candiee, etc. 
9 Brattle St. Kl 7-4719 1931 
STEADMAN, JOHN H., Fiiling Station 
1201 Mass. Ave. EL 4-!1349 1948 
STONEBTREETB MEN's SHOP, Clothier 
1282 Mnss. Ave. KI 7-3245 19110 
STonEn, DAMON & LUND, Insurance 
18 Brattle St. TR 6-6415 1948 
SULLIVAN, Tno•us F., Lawyer 
4 Brattle St. KI 7-2600 1919 
SuPERIOR LAUNDRY Oo. 
625 Concord Ave. TR 6-3780 1939 
SwAN, WILLIAM D., Investments 
1 Channing Place TR 6-4104 1!148 
SwANNY's, Restaurant 
35 Boylston St. EL 4-9827 1949 
TEALCRAFT HoKF. Co., Handkerchiefs 
1430 Mass. Ave. Kl 7-ti990 1946 
T>:DFORD-HARVARD, INc., Haberdashers 
1442 Mass. Ave. TR 6-9637 1925 
TENNIS & SQUASH SHOP 
67a Mt. Auburn St. TR 6-11417 1937 
THREE BROTHERS, INc., Valetcria 
2 Boylston St. EL 4-8717 1941 
UNIVERSITY BARBER SHOP 
1268 Mass. Ave. 19110 
UNIVERSITY LUNCHEONETTE 
1276 Mass. Ave. EL 4-9288 1950 
UNIVERSITY THEATBl!l 
1434 Mass. Ave. UN 4-4580 1926 
UNIV>:nsiTY TRAVEL Co. 
18 Brattle St. Kl 7-1650 1949 
UNIVERSITY TYPEWRITER Co. 
10 Boylston St. IU 7-2720 1948 
WALDORF SYSTEAl, INC., Restaurant 
1380 MMs. Ave. HA 6-0100 1918 
W.usoN, CH.mL>:s B., Undertaker 
11 Magazine St. TR 6-1201 l!J21 
WHOULEY, JOHN M., Restaurants 
1350 Mass. Ave. EL 4-9034 1920 
WILEINBON) EDWARD W. 
1310 Mass. Ave. 1!149 
WINDOW SHOP, INc., Rest .. urant 
5o Bmttlc St. EL 4-7874 1951 
F. W. WooL~VOlt't'H Co., Dept. Store 
l!i Brat tie St. 'l'R H-2194 19:16 
\Vono:;1'RAUd, Restuu1·u.nt. 
-1 Buy lslvu St. EL i-97~1 19:15 
Wn;-ru, BENJAMIN F., Undertaker 
1776 Mass. Ave. TR 6-0123 191!1 
Harvard Square Business Men• s Ass:ociation 
BY-LA.WS 
As Amended to April 24, 1g19 
Camb-ridge, Massachusetts 
ARTICLE. I. 
Name and Object. 
Section 1.-Name. The name of this A.ssocia tion shall be the 
Harvard Square Business. Men's Association. 
Section 2•-0bject. Ita object shall be to advance the 
commercial, industrial an~ public interests of Harvard 
Square; to pranote a commercial exchange; to accumulate 
and give to its members business intoruation; to adjust 
controversies and misunderstandings; to establish and 
maintain uniformity in commercial transactions; and to 
promote just and equitable principles of trade. 
ARTICLE II. 
Membership 
Section 1.-Eligibili ty. Active membership shall be limited 
to persons engaged in business for themselves, or in the 
management of business interests, or. owners ot business 
property, in Harvard Square and vicinity. 
Section a.-Associate Members. Women who are engaged in 
business in Harvard Square, or who are otherwise qualified 
as provided in Article II, Section 1, shall be eligible 
as associate members. Their membership shall not include 
attendance at meetings, except by vote of the board of 
directors, but they shall be anti tled to all other 
privileges accorded the active members. 
Section 3.-Honorary Msbera. The association may elect as 
an honorary member any person to whom the mark ~ honor, 
respect or gratitude would be especially fitting. Suoh 
member shall be welcomed at any or all meetings of the 
Association, and shall be entitled to all privileges or 
membership. 
\1 
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Section 4•-Application. Any person eligible for member-
ship may be proposed by any manber, with a statement of 
the candidate's name and place of business. Applicants 
so recommended shall be voted upon by the Board of 
Directors at thei ·r regular meetings. Applicants shall 
agree to conf'arm to the by-laws; and such rules and 
regulations as are adopted from time to time by the 
Association, or by its Board of Directors. 
Section 5.- Qualification. Every member elected, as herein 
provided, shall, within t hirty days after his eleot.ion, 
pay to the treasurer the dues for the current term. Until 
this payment has been made, he shall not be qualified as 
a member. 
Section 6.- All persons who attended the meetings of Karch 
14, April 4, and April 21, 1910, may become members of 
the liarvard Square Business Men's Association by sign-
ing these by-laws and paying the semi-annual assessment 
within the required time. All members of one partner-
ship and all executive officers of any corporation may 
beoane members ot the Association by signing the by-laws. 
and payment of one assessment each year ot ten dollars, 
provided that, where more than one member of. a partner-
ship or one executive otticer ot a corporation attends 
a meeting at whi~)l dinner is served, the other members 
of the partnership or corporation shall pay their share 
of the CQSt ot said dinner. Only one member of a partner-
ship or one executive officer of any corporation shall 
have the right -to vote unless such member or executive 
officer is individually a member. 
Section 7 .-Withdrawal. All resignations ot members shall 
be presented in writing to the Board ot Directors; and, 
it any such member shall present his resignation after 
his dues are payable, he shall not be relieved from 
liability for payment except by vote of the directors. 
ARTICLE III. 
Section l.-Dues Each active member shall pay to the 
treasurer annual dues of ten dollars, which shall be due 
and payable semi-annually in advance. Each associate 
member shall pay to the treasurer annual dues of two 
dollars, payable annually in advance and due at the 
annual meeting. Honorary members ahall be tree from all 
dues and as,essm~nts. 
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Section 2.-Payment. Any member who shall tail to pay his 
dues wi th·in thirty days atter they become due shall be 
notified or the delinquency by the treasurer. It at 
the end or ten days the dues still remain unpaid the 
delinquent member may be dropped by vote or the directors. 
ARTICLE IV. 
Section 1.-orticers. The officers ot the Association shall 
be a president, a vice-president, a treasurer, a sec-
retary, and an auditor, all ot whom. shall be elected by 
ballot at the annual meeting or the Association. Their 
term or office shall begin at the adjournment or that 
meeting, and they shall hold office until the close ot 
the next annual meeting, or until their successors are 
chosen and qualified. A majority of all votes cast 
shall be necessar.y to constitute an election. AnY 
vacaney in the otticers or the Associations shall be 
tilled by election by ballot at a regular meeting ot 
the Association. 
Section 2.-Board ot Directors. The Board ot Directors 
shall consist or the president, vice-president, treas-
urer, and secretary, and three additional manbers. At 
the first election ot atticers of this Association these 
three additional members shall be chosen to serve terms 
ot one, two and three years respectively, and thereafter 
the term of ottice shall be three years, one member being 
elected eaab. year. These additional members ot the 
Board ot Directors shall be elected by ballot at the 
annual meet~ng and shall hold ottioe until the close or 
the next annual meeting, or until their successors are 
chosen and qualified. Any vacancy occurring in the 
Board or Directors shall be tilled by election by ballot 
at a regular meeting or the Association. 
ARTICLE V. 
section I.-control. The directors shall have the management 
ot the attairs of the Association, and shall direct its 
commercial, industrial, public and financial policies, 
subject to such instructions as may be given at any 
meetings or the Association. 
II 
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I Section 2.-Meeti.ngs. Otticial meetings ot the directors 
1 may be held at such tine as they sht:i.ll determine. A 
1 majority ot the directors shall constitute a quorum.. 
I 
Section 3.-special. Special meetings ot the directors shall 
be called by the secretary upon the written request ot 
three members ot the Board ot Directors. At such special 
meetings no business shall be transacted except that tor 
which the meeting was called, and which shall have been 
stated in the call for said meeting. 
Section 4.-Reports. The directors shall submit at each 
annual meeting a report of the conditions and finances 
ot the Association, together with a review ot its acts 
and interests for the preceding year. 
ARTICLE VI. 
Duties ot Officers. 
Section :t.-President.. The president shall preside at the 
meetings or the Association and of the directors. He 
shall, at the annual meetings of the Association and at 
such other times as he shall deem proper, communicate to 
the Assoo iation or to the directors such ma tt~_~s, and 
make such suggestions, as may tend to promote the pros-
parity and increase the usefulness of the Assoo iation. 
He shall be ex-officio a member ot all standing committees 
without the power or voting. He shall perform such 
other duties as pertain ·to the office at president. 
Section 2.-Vioe-President. In the absence ot the president, 
the vio:e-president shall perform the duties of the 
president; and in the absence ot the president and vice-
president, the directors shall designate a director to 
perform such duties. 
Section 3.-Treasurer. The treasurer shall receive all 
monies due the Association, and under the direction ot 
the directors shall deposit, invest and disburse the 
same. All cheques shall be countersigned by the president 
or by the auditor. He shall keep regular books ot 
accounts, and carefully preserve the same and all 
vouchers for the payment or money, and shall have the 
custody or all securities: belonging to the Association. 
I 
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He shall render an annual report to the directors, 
which shall be audited before presentation. The funds, 
books, vouchers, and securities in his hands shall, 
at all times, be under the supervision ot the directors 
and subject to their inspection and control. No 
officer, director, committee, member, subordinate 
association, or employee of the Association shall 
contract any obligations or incur any debt in behalf 
or the Association or in any way render it liable, 
unless authorized by ~te of the directors or by vote 
of the Assoc 1a tion. 
Section 4.-secretary. The secretary shall keep the records 
of the Association, preserve all books, documents, and 
communications, and keep an accurate record of the 
meetings of the Association, and of the directors. He 
shall conduct the correspondence of the Association, 
and perf'or·m such other duties as the directors may 
prescribe. 
Section 5.-Auditor. The auditor shall audit all books of 
account. or the Association and present. a report to the 
Board of' Directors at the close of each fiscal year, 
certifying to the correctness of the Treasurer's state-
ment. 
ARTICLE VII. 
Section 1.-Meetings. Meetings of the Association shall 
be held at such times as the Board of Directors may 
elect. Upon written request of ten members, the 
secretary shall call a meeting of the Association giving 
tour days' notice of the same, in writing, to each 
member. 
Section a.-Annual M·eeting. The annual meeting of the 
Association shall be held in April. The fiscal year 
sball close on March 31. 
Section 3.-Quorum. One-fourth ot the membership of the 
Association shall constitute a quorum at any meeting. 
Section 4.-Procedure. The proceedings of the meetings of 
the Association shall be governed by, and conducted 
according to, the latest edition of Cushing's Manual. 
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ARTIC.LE VIII. 
Commit tees. 
Section !.-standing Committees. The Board ot Directors 
shall annually appoint the following standing committees 
to serve until the next annual meeting or until their 
successors are appointed: Municipal Affairs, :Membership, 
Advertising. The board shall appoint any other committee~ 
that may be needed to advance the interests ot the 
Association pr to carry on its work. 
ARTICLE ~. 
Section I.-Penalties. The board ot directors shall have 
tull power to suspend or expel any member who may 
have been guilty ot conduct tending to endanger the 
welfare and interests of the Association. No member 
shall be thus censured without having an opportunity 
to be heard in his own behalt. 
section 2.-Beinstatement• A suspended member, or a 
person who has forfeited his manbership, may be re-
instated by the Board ot Directors. 
Section I.-Amendment. These by-laws may be amended, 
altered, or repealed at any annual meetiDg by a vote 
ot· a majority at themambers present and votiDg, or 
at any special meeting called for that purpose, by a 
vote ot a majority ot those present and voting, pro-
viding a quorum in each oase is present. But such 
amendment or alteration shall have been stated no 
amendment or alteration shall be adopted ~ess in 
tull in the call tor tb.e meeting, sent to each member 
at least ten days previous to such me-eting. 
&2 
INTERVIEW. '=}UESTIONNA.IRE 
1.. How did you happen to join the Harvard Square Business 
Men's Assooia tion? 
2. How do you f'eel about having your business located 
in the Harvard Square area? (Probe tor advantages 
and disadvantages) 
3· .A.re there any ways that the businessmen in the Square 
that be long to the Assoo ia ti on oan help one another's 
business? 
4. Are there any ways that the businessmen around here 
are hurting one anothe~'s business? 
5. What are some of' the th 1ngs that you do to a ttrao1i 
and maintain customers? 
6• By what means do you keep in touch with the latest 
trends in your business? 
7. What are your greatest business prOblems? 
a. Who woul.d you say make up your publics? 
9. What do you think are your advantages and disadvantage! 
in relation to big business. oompeti tion? 
10. What is going to happen to your business when you 
retire? 
11. Does the Harvard Ooop af'f'ea.t your business in any way? 
12• Do you belong to any organizations within the 
community outside of the Harvard Square Business 
Men's .A.ssooia tion? 
13· Is public relations important in youl" business? How 
and in what ways? 
14. Are there any things that the Association could now 
do tor you that they are not doing? 
FACE S~ET 
1. Nature ot Business • 
2. Type ot organization: ( oheok one) 
a. Individual Prop;-ietorship 
b. Partnership 
o. Professional 
d. Corpora t io:n 
e. Other 
3. Number ot employees: 
4. Sales: 
5. Total assets: 
6. Net wo:rth: 
'1. Net profit: 
a .• Does this ino:lude ownet' s compensation? 
Tes __ No 
--
I 
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